exhorts anthropologists to take back their culture. This reclamation requires more than merely wresting control from the pundits, critics, and celebrities of the contemporary cultural scene. It demands a plumbing of the ontological status of consumer culture before engaging in reflexive critique. Such a project should be close to the heart of every museologist and material culture
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In the first of seven sections, the author lays out his agenda in autoethnographic detail, beginning with a mini-manifesto on the need for consumption studies that are empirical before they are critical. The indictment of materialism has unfairly preceded a carefully considered analysis of the role goods play in peoples' lives. The author proposes a paean to material culture, properly understood. Insofar as meaning is resident in stuff -and not only or even principally managerial meaning-anthropologists are uniquely suited to inquire into the dynamics of its investment, recovery, and reconfiguration. And, as it happens, to interpret those dynamics for a media audience, as his satirical account of events surrounding his appearance on the Oprah Winfrey show hilariously demonstrates. Ethnographic consumer researchers have increasingly employed the term materiality in documenting person-object relations, to bracket the prematurely harsh judgment hardwired into the term materialism, and to avoid diagnosing consumption as a pathological syndrome before it is adequately understood.
The author unpacks a North American key symbol or root metaphor-home-in Part Two, first in a breezy piece on the house as a "transformational opportunity" in our sociopsychological and metaphysical construction projects, and then more systematically in a signature essay on "homeyness." He analyzes the physical, symbolic, and pragmatic properties of the North American dwelling that make the home a cultural cynosure. In Part Three, he trains his sights on the car, offering first an autobiographical reverie on the ways in which boys identify with cars (and attendant danger), and then in an ethnohistorical cultural account of automobility as embedded in the 1954 Buick. He explores the "interpenetration" of humans and machines, and celebrates the car as the "gift" and "proof" of progress. It is difficult to imagine two more apt examples of the cybernetic self than house and car, or two artifacts more conducive to cocreation by marketers and consumers. McCracken has written so frequently for a marketing audience rather than an anthropological one, his book may encourage our tribe to explore the literature of consumer research that has grown so receptive to ethnographic inquiry in the past decade. 
